INTRODUCTION
The success of large and medium-sized retailers mainly depends on their product assortment policy. Therefore, they need to place a greater focus on their product assortment, with the aim of establishing an effective product range. This should bear on improving their profitability, meeting customers' needs and expectations and increasing their perception of the store's image while promoting customer visitation rates (Simon & Sousa, 2003) [68] . Under this perspective, reconsidering merchandising policies is becoming of importance to retailers who target the dual objective of maximizing their profit and satisfying customers (Pinto & Faulirier, 2004) [64] . Each brand defines an "assortment type" responding to well-defined objectives. Product assortment can sometimes be enhanced at the store or the region levels under the responsibility of point of sale managers or departments heads who will take into account local customers'needs (Borges & al 2001 [18] ; Borges 2003 [19] ; Bentacourt & al 1990[16] ; Willart, 2006[74] ). Bearing in mind these assumptions, our research problem eschew the following research questions: Do retailers take into consideration regional consumption patterns in their merchandising policy? What marketing and / or business interest is there following the adoption of a local product assortment by a retailer? In this study, we will first present our theoretical framework and research hypotheses. Then, we will present our research methodology. Next, we present the results. Finally, we conclude with discussing the results, while presenting the limitations and future research of our study. Our objectives are twofold:
 Determine the impact of regional product assortment on brand loyalty.  Determine the role of commitment and attachment in explaining customer loyalty to a brand offering a regional product.
REVIEW OF LITERATURE

Assortment: a basic component of merchandising
The issue of assortment as discussed in a variety of references is a fundamental variable of merchandising as it is interdependent of the vertical retailing space. (Cohen 1992[24] ; Borin & al 1994[20] ; Dhruv & al 1999) [34] . It is therefore important to determine the structure of the offer by providing a product range tailored to customer needs. Then, assortment should change to match the changing needs of current and potential customers and to integrate the new products presented by suppliers.
Moreover, assortment will change depending on the intermittency of some customer demands ( [74] ). The presence of a wide variety of brands and product ranges, sufficiently large and rich, gives the consumer a coherent assortment that should play a significant role in customer attraction and loyalty (Debabi, 2007) [32] . Several authors have studied product assortment and pointed to its importance to customer loyalty (Chernev & Hamilton, 2009[26] ; Willart, 2006[74] ; Amine & Cadenat 2000 [7] ; Dacco, 2000 [30] ; Stassen & al, 1999[69] ). Indeed, assortment size does reflect the options presented to customers and helps differentiate a brand from its competitors. The variable "product assortment" integrates itself within the retailer's overall strategy and ultimately within their merchandising approach as it is one of the main component of that strategy (Fellag, 2009) [38] . Supermarkets grew aware of the greater importance of their assortments and subsequently the significance of constructing an effective product assortment. Indeed, success of Point Of Sales depends on their assortment policies. Differently put, the number of displayed items, product quality, and the presence or absence of privatelabel products strongly affect consumer behavior. The consumer, while visiting a store, hopes to shop once and for all while saving time and therefore finding everything they seek in terms of products, brands, prices, etc. In this regard, Hoch & al (1999) [51] show that, in order to choose their store, consumers rate the assortment options immediately after rating the location and prices. Moreover, assortment constructed by the retailer should meet customer expectations in terms of the variety of the products and brands displayed on the shelves. This is in line with the idea that the presence of a wide range of brands and products offers the consumer an assortment that ensures coherence across product families. This should play an important role in customer attraction and loyalty (Debabi, 2007) [32] .
In the retail sector, we witness a growing trend in the proposed product lines and regional brands. These are of interest to customers who look not only for competitive prices but also for an increasingly high quality. 
The mediating role of commitment
The concept of commitment is borrowed from social psychology. Dwyer & al (1987) [37] were the first to define commitment in the marketing field as "an explicit or implicit guarantee of the continuity of the relationship between the exchanging partners". Given the importance of this concept, commitment was the focus of several studies. [31] . Accordingly, it can be said that commitment stands at the center of relationship marketing and is a key concept that ensures the continuity of a relationship. In the same line of thinking, Kaabachi (2007) [52] adds that commitment is "an essential ingredient of relationship marketing allowing for the stability and sustainability of any exchange relationship". Moreover, Moorman & al (1992) [57] consider commitment as the willingness to develop a stable relationship, the willingness to make short-term sacrifices to maintain the relationship and trust in the stability of the relationship. Commitment has been introduced into consumer behavior research. It has been defined as "a rational decision to be loyal to a brand, a purchasing habit and a strong emotional bond towards the brand" (Day, 1969) [36] . In addition, under a consumer behavior perspective, we may retain other definitions (Magnoni & Roux, 2005) [55] . Indeed, Gurviez (1998) [47] defines commitment as "an intention, explicit or implicit, to maintain a lasting relationship with the brand." In the same vein, Frisou (2000) distinguishes explicit from implicit commitment. The author defines explicit commitment as "customers' will to maintain, through individual efforts, a relationship that they judge and whose value increases depending on its duration". On the other hand, the author defines implicit commitment as "a customer's awareness of a purchasing behavior with the partner or brand". [21] . Drawing on the above studies, we retain the following hypothesis: H3: The stronger consumers' commitment to the brand is, the more loyal they will be. In the literature, we found that commitment plays a mediating role in the relationship between the customer and the brand (Frisou 1998[39] ;Aurier, Benavent & N'Goala 2001 [9] ;N'Goala, 2003) [60] . In this study, our model endorses the assumption that product assortment fosters commitment, and that commitment to the brand induces loyalty to it. Subsequently, assortment indirectly affects loyalty, through commitment (a mediating variable). Thus, in our research model, commitment mediates the effect of assortment on brand loyalty. This brings us to the following hypothesis: H4: Commitment mediates the effect of an assortment containing a regional product on brand loyalty. [36] shows that under a consumer behavior perspective, commitment often refers to attachment while the author still distinguishes the two concepts. Thus, and as a follow up to these assumptions, we can say that commitment, loyalty and commitment are distinct constructs (Pincon & Desse, 2008) [33] . [33] . However, it may be relevant to consider the significance of the affective dimensions to the consumer-brand relationship. Indeed, the concept of brand attachment may allow for a better understanding of customer loyalty and commitment towards the retailer. In this study, it seems necessary to establish a distinction between brand and point of sale and apply the concept of brand attachment (Cristau & Lacoeuilhe, 2008) [29] . Like the producer, the retailer shows as well interest in customer loyalty. Thus, referring to the above-mentioned assumptions, we propose the following hypotheses: H5: the stronger consumers' attachment to a brand offering a regional product, the stronger they will be committed to it.
H6: consumers strongly attached to a regional product (regional brand) will substitute its attributes (variety and / or package size) rather than the product (brand). H7: the importance attached by the consumer to a regional product positively correlates with their loyalty to the point of sale. 
METHODOLOGY
To test our research problems, we conducted a customer survey of "Monoprix", "Magasin General" and "Carrefour Market" in several regions of Tunisia. In our quantitative study, we used a questionnaire to collect the data. Indeed, we conducted a face-to-face survey of a convenience sample of 300 people doing their shopping in Monoprix, Magasin General and Carrefour market to test our research hypotheses. [36] and Boulding& al (1993) [22] . We asked respondents to rate the specific probability of some statements, on a 5-point Likert scale (very unlikely, unlikely, uncertain, likely or very likely). Like Zeithaml, Berry &Parasuraman (1996) [76] , we assumed the unidimensionality of this scale. Assortment: To measure product assortment, we referred to Nevin& Houston (1980), Dodds & al (1991) [35] and Berman & Evans (1995) [35] and Ngobo & Sohier (2009) [62] .In Chang &Yoo (2005), the reliability of the used assortment scale is satisfactory (0.91). In our study, we selected the items of the assortment measurement scale and adapted them to the focus of our study, an assortment of regional products. Attachment: Given the plethora of studies on the determinants of loyalty, the literature provides several measurement scales. We chose the one proposed by 
The measurement scales
RESULTS
To test our hypotheses, we used the structural equations method with a maximum likelihood, processed by the AMOS software (Akrout, 2010) [14] . The results are presented in Table 1 . The various calculated fit indices are very satisfactory and allow us to conclude to a good fit: The minimum chi-square is acceptable (below 5 and equal to 3). The various indices (GFI, CFI, TLI, NFI, IFI) indicate a good global fit quality. AGFI is equal to the threshold, 0.834 attesting for an acceptable goodness of fit (Browne & Cudeck 1993) [23] . RMR is 0.051. RMSEA is below 0.08 indicating a reasonable fit quality. As indicated in Table 1 above, availability of local products in an assortment have significantly and positively affected loyalty to the point of sale (t = 2.067, p = 0.028 and t = 3.562, p = 0.000). Hypothesis H1 is retained.
The results also allow us to retain hypothesis H7, which assumes that the importance given by the consumer to regional products positively correlates with their loyalty to the point of sale. In addition, an assortment containing regional products positively and significantly affects consumers' commitment to the point of sale. We therefore retain hypothesis H2. Importantly, the results confirm the idea that a consumer committed to a point of sale may be loyal to it. The significant effect of commitment on loyalty (t = 2.382, p = 0.017) confirms hypothesis H3. These results confirm those of Morgan & Hunt (1994) [58] who argues that commitment is an essential component of loyalty.
Following Baron & Kenny (1986) [13], we test whether an assortment of regional products (independent variable) has a significant effect on loyalty to the point of sale (dependent variable) through commitment (mediating variable). The explanatory effect of assortment of regional products has been demonstrated in the presence of commitment variable. However, there is no significant effect of assortment containing regional products (t = 1.118, p = 0.264 and t = 0.938, p = 0.349) on loyalty to the point of sale when commitment is introduced into the model. Moreover, the mediator is significant in this relationship (t = 3.021, p = 0.003). Thus, we can say that commitment is a mediating variable in the relationship between assortment of regional products and loyalty to the point of sale. Hypothesis H4 is retained. As indicated in Table 1 , the relationship between attachment and commitment is significant (t = 8.400, p = 0.000). The stronger consumers'attachment to a point of sale offering regional products, the stronger they will be committed to it. Hypothesis H5 is retained. 
CONCLUSION
Our results reiterate the importance of the "regional product assortment" variable in explaining consumer loyalty behavior. These results confirm those of Chernev & Hamilton (2009) [26] and Willart (2006) [74] who highlight the importance of assortment in consumer loyalty.
Our results also indicate that most respondents give an importance to regional products as they wish to break out with the uniform vertical retailing model. This can be also explained by the fact that consumer interest in local products has risen sharply (Dubois, 1998[36] Respondents also claim that food is the most important and a necessary component in an assortment of regional products. Therefore, to reassure customers on regional products provided by small producers, it is necessary to develop regulations that certify and standardize regional products. With these results, we can provide some recommendations for retailers. On the one hand, considering local consumer requirements should make retailers more profitable. On the other hand, our results may also be used to develop and value regional products in the store shelves.
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